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Articles are cross-indexed by general subject and, where applicable, by country or area and product. In each entry the issue 
volume-number precedes the date. An index is published in the first issue of each year. 


General 


ADVERTISING AND PUBLICITY 


Sales literature that sells 
Using press relations to promote your exports 
Getting advice on publicity 
Product brochures: your silent representative 
The role of advertising i: 2xport promotion 
How direct mail works 
Industrial communications: shooting with a rifle 
How to get it on the shelves 
Trade fairs: uses and abuses 
Making publicity work 
Choosing and working with advertising agencies 
Keeping jute up front 
How New Zealand sells “Europe’s newest meat” 
The printed word—Part 2: Publicity 

for export promotion 
Advertising to industry 


X1/4 Oct-Dec 75 , 19 
X1/1 Jan-Mar 75 p. 6 
X1/1 Jan-Mar 75 p. 16 
X/3 July-Sept 74 p. 11 
X/2 Apr-June 74 p. 4 
1X/4 Oct-Dec 73 p. 26 
1X/3 July-Sept 73 p. 7 
1X/2 Apr-June 73 p. 4 
1X/1 Jan-Mar 73 p. 22 
VIII/3 July-Sept 72 p. 8 
VIII/3 July-Sept 72 p. 16 
VII/4 Oct-Dec 71 p. 18 
VII/3 July-Sept 71 p. 18 


ViI/1 Jan-Mar 71 p. 4 
VII/1 Jan-Mar 71 p. 24 


ASSISTANCE FROM GOVERNMENTS 


Australian office helps exporters 
Help in the Swedish market 

U.K. office helps exporters 

CBI: doorway to sales 

New Romanian trade office 

New Finnish service 


X1/2 Apr-June 75 p. 29 
X1/2 Apr-June 75 p. 30 
X/1 Jan-Mar 74 p. 3 
VIII/3 July-Sept 72 p. 32 
Vill/2 Apr-June 72 p. 2 
VII/3 July-Sept 71 p. 2 


COMMERCIAL REPRESENTATIVES, OFFICIAL 


Providing a range of services 
Servicing trade missions 

Visitors from home 

Trade fairs and exhibitions: part two 
How to arrange a store promotion 
Trade fairs and exhibitions 

Using publicity 

Reporting on the market 
Reporting home 

When you go on tour 

Making the right contacts 

You and your job 


CORRESPONDENCE 


Stream-line ;our export paper work 


COSTING AND PRICING 


Costing: a key to markets 


EXPORT DESIGN 


Designing products for export 


EXPORT PRACTICE 


Stream-line your export paper work 
Dealing in documents 


FAIRS, EXHIBITIONS 

Why exhibitions sell 

Evaluating a national stand 

Choosing the right exhibition 

Why some exhibitors fail 

Trade fairs and exhibitions: part two 
Gauging cost-effectiveness of exhibitions 
New face for trade fairs 

Trade fairs and exhibitions 

Eighty-three firms in one container 
Industrial communications: shooting with a rifle 
Trade fairs: uses and abuses 

Trade fairs in Eastern Europe 

New paths to trade fairs 


FINANCING, EXPORT 


Dealing in documents 
The merchant banks 


X1/4 Oct-Dec 75 p. 23 
X1/3 July-Sept 75 p. 18 
X1/2 Apr-June 75 p. 14 

X1/1 Jan-Mar 75 p. 12 

X/4 Oct-Dec 74 p. 21 
X/3 July-Sept 74 p. 21 
X/2 Apr-June 74 p. 14 

X/1 Jan-Mar 74 p. 12 

1X/4 Oct-Dec 73 p. 12 
1X/3 July-Sept 73 p. 13 
1X/2 Apr-June 73 p. 12 

1X/1 Jan-Mar 73 p. 10 


1X/4 Oct-Dec 73 p. 23 


1X/3 July-Sept 73 p. 32 


X1/3 July-Sept 75 p. 8 


1X/4 Oct-Dec 73 p. 23 
1X/2 Apr-June 73 p. 16 


X1/4 Oct-Dec 75 p. 9 
X1/4 Oct-Dec 75 p. 10 
X1/3 July-Sept 75 p. 11 
X1/2 Apr-June 75 p. 17 
X1/1 Jan-Mar 75 p. 12 
X/4 Oct-Dec 74 p. 7 
X/3 July-Sept 74 p. 8 
X/3 July-Sept 74 p. 21 
1X/4 Oct-Dec 73 p. 22 
1X/3 July-Sept 73 p. 7 
1X/1 Jan-Mar 73 p. 22 
Vill/1 Jan-Mar 72 p. 18 
VII/1 Jan-Mar 71 p. 16 


1X/2 Apr-June 73 p. 16 
Vill/2 Apr-June 72 p. 7 
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FINANCING, INVESTMENT 


The merchant banks 
IFC: funds for growth 


FRENCH FOREIGN TRADE CENTRE 


Guiding the small exporter 
INSURANCE, EXPORT CREDIT 


Export credit insurance: an international movement 


INTERNATIONAL FINANCE CORP. 


IFC: funds for growth 


INTERNATIONAL TRADE CENTRE 


Export training in a package 

New tool for market and product selection 
Trade information: a basic role 

Getting advice on publicity 

When you export to the USSR 

Selling to Eastern Europe 

Costing: a key to markets 

Viewing the market close up 

Now: advice on packaging 


JOINT EXPORTING 
Pooling produce for export 
Ten steps to joint exporting 
The Vinos Argentinos story 
Forging ties that bind 


JOINT VENTURES 
Forging ties that bind 


MARKET RESEARCH TECHNIQUES 


Export exercise: choosing markets 

New tool for market and product selection 
Choosing markets for promotional campaigns 
Market research for selling abroad 

Homing in on Europe 

Using the Soft Drink Barometer 
Comparability: sacred principle? 


MARKETING 

What to sell to the Middle East: processed foods 
International crafts mart opens 

Why exhibitions sell 

Linking up with wool marketers 

Sales literature that sells 

New market for waste products 

Export exercise: product selection 

Choosing markets for promotional campaigns 
Taking a lesson in exporting 

Marketing essential oils and oleoresins 
Overseas marketing of processed tropical timber 
Product brochures: your silent representative 
Follow the rules on export packaging 

Exporting is not a free ride 

Pooling produce for export 

Multinational marketing—“the only hope” 

How direct mail works 

Industrial communications: shooting with a rifle 
Ten steps to joint exporting 

The Vinos Argentinos story 

How to get it on the shelves 

How Migros buys 

A hard look at leaf marketing 

Making publicity work 

A text-book operation 

Product support—your missing link? 

Homing in on Europe 

Using the Soft Drink Barometer 


VIII/2 Apr-June 72 p. 7 
VII/3 July-Sept 71 p. 15 


1X/2 Apr-June 73 p. 26 


ViI/2 Apr-June 71 p. 10 


VII/3 July-Sept 71 p, 15 


X1/4 Oct-Dec 75 p. 26 
July-Sept 75 p. 15 
X1/3 July-Sept 75 p. 21 
X1/1 Jan-Mar 75 p. 16 
X/4 Oct-Dec 74 p. 15 
X/3 July-Sept 74 p. 27 
1X/3 July-Sept 73 p. 32 
1X/2 Apr-June 73 p. 24 

1X/1 Jan-Mar 73 p. 33 


X/1 Jan-Mar 74 p. 22 
1X/3 July-Sept 73 p. 18 
1X/3 July-Sept 73 p. 29 
VII/4 Oct-Dec 71 p. 4 


VII/4 Oct-Dec 71 p. 4 


X1/4 Oct-Dec 75 p. 18 
X1/3 July-Sept 75 p. 15 
X1/2 Apr-June 75 p. 4 

VilI/2 Apr-June 72 p. 4 
ViI/4 Oct-Dec 71 p. 17 
Vli/4 Oct-Dec 71 p. 20 

VII/2 Apr-June 71 p. 18 


X1/4 Oct-Dec 75 p. 4 
X1/4 Oct-Dec 75 p. 7 
X1/4 Oct-Dec 75 p. 9 
X1/4 Oct-Dec 75 p. 14 
X1/4 Oct-Dec 75 p. 19 
X1/3 July-Sept 75 p. 4 
X1/3 July-Sept 75 p. 22 
X1/2 Apr-June 75 p. 4 
X1/2 Apr-June 75 p. 7 
X1/1 Jan-Mar 75 p. 11 
X/3 July-Sept 74 p. 4 
X/3 July-Sept 74 p. 11 
X/2 Apr-June 74 p. 21 
X/1 Jan-Mar 74 p. 4 
X/1 Jan-Mar 74 p. 22 
1X/4 Oct-Dec 73 p. 4 
1X/4 Oct-Dec 73 p. 26 
1X/3 July-Sept 73 p. 7 
1X/3 July-Sept 73 p. 18 
1X/3 July-Sept 73 p. 29 
1X/2 Apr-June 73 p. 4 
1X/2 Apr-June 73 p. 10 
1X/1 Jan-Mar 73 p. 18 
July-Sept 72 p. 8 
VIII/3 July-Sept 72 p. 24 
Vii/4 Oct-Dec 71 p. 9 
ViI/4 Oct-Dec 71 p. 17 
Vil/4 Oct-Dec 71 p. 20 
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When you need a consultant 

How New Zealand sells “Europe’s newest meat” 
Make a marketing plan 

Advertising to industry 


VII/4 Oct-Dec 71 p. 23 
VII/3 July-Sept 71 p. 18 
VII/1 Jan-Mar 71 p. 19 
ViI/1 Jan-Mar 71 p. 24 


NETHERLANDS CENTRE FOR PROMOTION 


OF IMPORTS 


CBI: Doorway to sales 


PACKAGING 


Follow the rules on export packaging 
Now: advice on packaging 


VIII/3 July-Sept 72 p. 32 


X/2 Apr-June 74 p. 21 
1X/1 Jan-Mar 73 p. 33 


PROMOTION OF EXPORTS, EXTERNAL 


Evaluating a national stand 
Designing products for export 
Choosing the right exhibition 
Taking a lesson in exporting 
Why some exhibitors fail 
Using press relations to promote your exports 
Expansion of exports by developing countries 
Gauging cost-effectiveness of exhibitions 
Export promotion: views from the field 
New face for trade fairs 
The role of advertising in export promotion 
Multinational marketing—“the only hope” 
Eighty-three firms in one container 
Guiding the small exporter 
Trade fairs: uses and abuses 
Trade fairs in Eastern Europe 
The printed word—Part 2: Publicity 
for export promotion 
New paths to trade fairs 
See also—“Commercial representatives, official” 


X1/4 Oct-Dec 75 p. 10 
X1/3 July-Sept 75 p. 8 
X1/3 July-Sept 75 p. 11 
X1/2 Apr-June 75 p. 7 
X1/2 Apr-June 75 p. 17 

XI/1 Jan-Mar 75 p. 6 

X/4 Oct-Dec 74 p. 4 

X/4 Oct-Dec 74 p. 7 

X/4 Oct-Dec 74 p. 10 
X/3 July-Sept 74 p. 8 
X/2 Apr-June 74 p. 4 

1X/4 Oct-Dec 73 p. 4 

1X/4 Oct-Dec 73 p. 22 
1X/2 Apr-June 73 p. 26 

1X/1 Jan-Mar 73 p. 22 
Vitl/1 Jan-Mar 72 p. 18 


ViI/1 Jan-Mar 71 p. 4 
VII/1 Jan-Mar 71 p. 16 


PROMOTION OF EXPORTS, INTERNAL 


Export exercise: choosing markets 

Export training in a package 

Export exercise: product selection 

Expansion of exports by developing countries 
Export promotion: views from the field 
Pooling produce for export 


X1/4 Oct-Dec 75 p. 18 
X1/4 Oct-Dec 75 p. 26 
XI/3 July-Sept 75 p. 22 
X/4 Oct-Dec 74 p. 4 
X/4 Oct-Dec 74 p. 10 
X/1 Jan-Mar 74 p. 22 


Beyond the profit motive 

Ten steps to joint exporting 

Promoting handicrafts for export— 
path to problems or road to rewards? 

Forging ties that bind 

The documentation centre 

TDA: pin-pointing export promotion 

The elements of export promotion 


Export credit insurance: an international movement 


PUBLICATIONS 
Sales literature that sells 
Product brochures: your silent representative 
Trade fairs: uses and abuses 
The printed word—Part 2: Publicity 
for export promotion 


QUALITY CONTROL 


Zero defects—Japan’s quest for quality 


REPRESENTATION 


Which agent is best for you? 
Distributors: finding and keeping the best 


SERVICES, EXPORT 
CBI: Doorway to sales 

The merchant banks 

When you need a consultant 


TARIFF SYSTEMS 


GSP: three years of progress 
GSP: what you should know 


TRAINING 

Export training in a package 
Breaking the language barrier 
What exporters should know 
New paths to trade fairs 


TRANSPORT 

Code on shipping 

Unitization—the transport revolution 
Air freight: time for take-off? 


1X/3 July-Sept 73 p. 4 
1X/3 July-Sept 73 p. 18 


VilI/1 Jan-Mar 72 p. 4 
ViI/4 Oct-Dec 71 p. 4 
VII/4 Oct-Dec 71 p. 28 
VII/3 July-Sept 71 p. 4 
VII/3 July-Sept 71 p. 11 
ViI/2 Apr-June 71 p. 10 


X1/4 Oct-Dec 75 p. 19 
X/3 July-Sept 74 p. 11 
1X/1 Jan-Mar 73 p. 22 


Vil/1 Jan-Mar 71 p. 4 


1X/1 Jan-Mar 73 p. 14 


X1/2 Apr-June 75 p. 10 
X/2 Apr-June 74 p. 11 


VIII/3 July-Sept 72 p. 32 
VIII/2 Apr-June 72 p. 7 
VII/4 Oct-Dec 71 p. 23 


X/4 Oct-Dec 74 p. 16 
VIII/3 July-Sept 72 p. 4 


X1/4 Oct-Dec 75 p. 26 
VII/2 Apr-June 71 p. 14 
VII/2 Apr-June 71 p. 24 

ViI/1 Jan-Mar 71 p. 16 


X/3 July-Sept 74 p. 18 
VIlI/1 Oct-Dec 72 p. 4 
VIl/2 Apr-June 71 p. 4 


Geographic 


ABU DHABI 
What to sell to the Middle East: processed foods 


ARGENTINA 


The Vinos Argentinos story 


BAHRAIN 
What to sell to the Middle East: processed foods 


CANADA 


GSP: three years of progress 


DUBAI 
What to sell to the Middle East: processed foods 


EUROPE, EASTERN 

Selling to Eastern Europe 

How Eastern Europe decides what to buy 
Trade fairs in Eastern Europe 


X1/4 Oct-Dec 75 p. 4 


1X/3 July-Sept 73 p. 29 


X1/4 Oct-Dec 75 p. 4 


X/4 Oct-Dec 74 p. 16 


X1/4 Oct-Dec 75 p. 4 


X/3 July-Sept 74 p. 27 
VIII/2 Apr-June 72 p. 16 
Vill/1 Jan-Mar 72 p.18 


EUROPEAN ECONOMIC COMMUNITY (EEC) 


GSP: three years of progress 
GSP: what you should know 


FRANCE 
Guiding the small exporter 


INDIA 

Promoting handicrafts for export— 
path to problems or road to rewards? 

TDA: pin-pointing export promotion 
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X/4 Oct-Dec 74 p. 16 
VIII/3 July-Sept 72 p. 4 


Apr-June 73 p. 26 


Vill/1 Jan-Mar 72 p. 4 
VII/3 July-Sept 71 p. 4 


ISRAEL 
Beyond the profit motive 


JAPAN 

GSP: three years of progress 

Zero defects—Japan’'s quest for quality 
GSP: what you should know 


KUWAIT 
What to sell to the Middle East: processed foods 


NETHERLANDS 


CBI: Doorway to sales 


NEW ZEALAND 


How New Zealand sells “Europe's newest meat” 


ROMANIA 


New Romanian trade office 


SAUDI ARABIA 
What to sell to the Middle East: processed foods 


UNITED ARAB EMIRATES 
What to sell to the Middle East: processed foods 


UNITED KINGDOM 
GSP: what you should know 


USSR 
When you-export to the USSR 


1X/3 July-Sept 73 p. 4 


X/4 Oct-Dec 74 p. 16 
1X/1 Jan-Mar 73 p. 14 
VII/3 July-Sept 72 p. 4 


X1/4 Oct-Dec 75 p. 4 


VIII/3 July-Sept 72 p. 32 


VII/3 July-Sept 71 p. 18 


72 p._2 


X1/4 Oct-Dec 75 p. 4 


X1/4,Oct-Dec 75 p. .. 


VIII/3_July-Sept 72 p. 4 


X/4 Oct-Dec 74 p.15 
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Products 


ANIMAL CASINGS 


Quality counts in casings sales 


BEEF 
A break for beef? 


COMPOUND FEEDS 


New market for waste products 


ESSENTIAL OILS 


Marketing essential oils and oleoresins 


FROZEN FOODS 


Good sales prospects for frozen crustaceans 


FRUIT, FRUIT PRODUCTS 


Dried fruits and nuts: food industry beckons 
For citrus juices, no easy pickings 
Tropical fruit products—still “exotic” 


GUMS 


Gums: more problems ahead ? 


HANDICRAFTS 
International crafts mart opens 
Promoting handicrafts for export— 
path to problems or road to rewards? 


JUTE 
Keeping jute up front 


X/1 Jan-Mar 74 p. 2 


VII/4 Oct-Dec 71 p. 14 


X1/3 July-Sept 75 p. 4 NUTS 


Dried fruits and nuts: food industry beckons 


XI/1 Jan-Mar 75 p.11 OILCAKE 


Oilcake: feeding export growth 


XI/2 Apr-June 75 p.18 OLIVES 


Table olives: a tempting market 


X/3 July-Sept 74 p.14 SEAFOOD 
Vill/2 Apr-June 72 p. 12 
Jan-Mar 72 p.10 


SPICES 


Spices: cooking up a better deal 


1X/2 Apr-June 73 p. 23 


LEATHER GOODS 


Saddlery and harness gear: sales race up 
Leather garment sales swing up 


MEDICINAL PLANTS 


Medicinal plants: shifts in the market 


Good sales prospects for frozen crustaceans 


X1/3 July-Sept 75 p. 12 
XI/1 Jan-Mar 75 p. 4 


X1/2 Apr-June 75 p. 13 


X/3 July-Sept 74 p. 14 


1X/1 Jan-Mar 73 p. 4 


X/1 Jan-Mar 74 p. 9 


X1/2 Apr-June 75 p. 18 


ViI/1 Jan-Mar 71 p. 26 


TIMBER, TROPICAL 


Overseas marketing of processed tropical timber 


X1/4 Oct-Dec 75 p. 7 
TOBACCO 
VilI/1 Jan-Mar 72 p. 4 


WOOL 
VII/4 Oct-Dec 71 p. 18 


A hard look at leaf marketing 


Linking up with wool marketers 


X/3 July-Sept 74 p. 4 


1X/1 Jan-Mar 73 p. 18 


X1/4 Oct-Dec 75 p. 14 


Finding new buyers 


(continued from page 9) 


includes textiles, leather goods, shoes, toys, 
hardware, sporting goods, electrical fit- 
tings, tools and handicrafts (of the func- 
tional type). 

A supplier does not necessarily have to 
be exporting his product already to register 
in the programme, but he must produce the 
item in quantities sufficient to interest a 
large buyer. 

Suppliers wishing to participate in the 
programme should write to IECP at ITC 
headquarters furnishing the following 
information about their products: 

m= Detailed description of the product. 

Price. 

= Quantity available. 

m Delivery time. 

m= Terms of payment. 

A supplier registering with IECP should 
also provide information on his production 
programme and give the name and address 
of his banker (who will be used as a 
business reference). IECP may eventually 
write to the supplier for additional infor- 
mation and possibly for samples of his 
product (samples should not be sent in the 
first instance). If possible, individual 
suppliers should work in close cooperation 


with 
agencies in submitting this information, as 
large buyers are often more interested in 
making business contacts in a new country 
if a range of products, rather than a single 
product, is offered. 


their national trade promotion 


Where the buyer comes in 

At the other end of the line, the buyer who 
takes part in the programme will also 
supply IECP with details on the type of 
manufactured product he is seeking. The 
large retail groups that will be participating 
in the programme include department 
stores, chain stores, mail-order houses and 
other large buying groups. Large whole- 
salers may also join the programme. 
(Large-scale buyers in developing and 
developed countries alike can take part in 
the service.) 

Buyers from large retail groups in 
Western Europe have already shown a 
strong interest in this programme. During 
a feasibility study the ITC conducted last 
year before setting up IECP, 55 large 
buying groups in five European countries 
were contacted to sound out their interest 
in participating in such a service. A 
majority of these firms emphasized the 
need for such a programme and expressed 
interest in joining one. Although most of 
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the firms contacted already have contrac- 
tual arrangements with a few suppliers in 
developing countries, they are eager to 
find additional sources of inexpensively 
produced manufactured goods, because of 
rising labour costs in many industrialized 
countries. As the programme gets under- 
way, these and other buyers will be con- 
tacted on a formal basis about joining the 
programme. 

Under the arrangements of IECP, the 
large buyers who are members of the 
programme must pay for the service, while 
exporters in developing countries can 
participate free of charge. During IECP’s 
first year of operation, the Norwegian 
Agency for International Development 
(NORAD) will provide financing to get the 
programme established. After this, IECP 
will be self financing through the member- 
ship fees of the buying groups. 


For more details 

Any exporter, national trade promotion 
agency of a developing country or large 
buying group that is interested in taking 
part in IECP or in receiving more details 
on the programme should write to: The 
Import-Export Cooperative Programme, 
International Trade Centre, Palais des 
Nations, 1211 Geneva 10, Switzerland. O 
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